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Effect of Background Music on Memory Recall
Erin Steinberg, Caitlyn Valenza, and Jaylynn Bellefy,
University of Mary Washington, Fredericksburg VA: Department of Psychological Science

Introduction
There has been significant debate over the type of music
students use when studying and the effect on memory
recall and recognition. Background music manipulation
behind an advertisement is put together to test the
effect of music genre on memory recall.The Mozart
effect, a known study that shows enhancement of
spatial temporal resoning performance after listening to
Mozart’s music (Jenkins, J. S., 2001), was prevalent in this
study. This experiment shows the effect of lyrical,
instrumental, and the control of silence as factors of
memory in radio advertisements on implicit memory.
Music conditions have effects on implicit memory but
not explicit memory (Alexomanolaki, Loveday &
Kennett, 2007). This experiment has a prevalent effect of
memory and music genre manipulation.

Hypothesis
It was hypothesized that the
auditory stimuli that will have
the greatest effect on memory
recall in this experiment
would be the instrumental
music, and the lowest memory
recall would result from lyrical
music.
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1) Could you see yourself going to this business?
a) Yes
b) No
2) What was this ad for?
a) Restaurant
b)Winery
c) Tackle Shop
d) Store
e) Bar and Grill
3) Did this advertisement influence your thoughts on this business?
a) Yes
b) No
4) Where is this business located?
a) Downtown
b) Uptown
c) Lakeside
d) In the Mall
e)The Plaza
5) Did this advertisement make you want to visit this business more?
a) Yes
b) No
6) Did this advertisement make you want to visit this business less?
a) Yes
b) No
7) How much did the deal cost?
a) 2 for $4
b) $30 each
c) Kids eat free
d) BOGO
e) $20 deal

8) What was the business known for?
a) Food
b) Alcohol
c) Atmosphere
d) Equipment
e) Clothing
9) Did the background music have any influence on your opinions of the
advertisement?
a) Yes
b) No
10) Did the person sound over 65 years old?
a) Yes
b) No
11) Was there an owner mentioned?
a) Yes
b) No
12) What major point did the advertisement make?
a) Local
b) Family Friendly
c) Unbeatable Deals
d) Fast Service
e) Great Location
12) What was the gender of the speaker?
a) Male
b) Female

(Optional)-To be completed by participant AFTER
debriefing
____ I DO NOT give permission for the data collected from or about me
to be included in the study..

Figure 1: Survey given to participants. Questions number
2,4,7,8,10,11,12,13 pertinent to study
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One Way ANOVA
• F(2, 40) p = .173
Tukey Post-Hoc Test:
• Instrumental vs Lyrical: p = .149
• Instrumental vs No background: p = .583
• Lyrical vs No Background: p = .669

Our results were not significant after a One-Way
ANOVA or a Tukey Post-Hoc Test

Discussion
• Participants had better memory recall when they
listened to the advertisement with instrumental
background music
• Despite this, there were no significant differences
between the instrumental, lyrical, and no background
music groups
• Potential Issues:
• Sample size
• Power
• Variance
• Time of day
• Timing of study (right before Thanksgiving
Break)

.
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Procedure

Subjects were taken • Participants were invited into the
from the participant testing room and were asked to sign
pool at University of a consent form and sign in for
attendance
Mary Washington
• Participants then were to choose a
Final N = 40
random card from a standard deck
of cards to be randomly assigned
22.5% = African
their computer with preloaded
American
advertisements on it
57.5% = Caucasian • They were instructed to not open the
10% = Hispanic
folder with surveys in it until they
5% = Asian
finished listening to the audio
5% = Other
• Once they finished listening to the
audio the participants were free to
62.5% = Female
complete a demographic survey and
37.5% = Male
a questionnaire on content in the
62.5% = 18 Year
advertisement
Olds
• When the participants were done
22.5% = 19 Year
with their surveys, they placed
Olds
everything in the folder and waited
5% = 20 Year Olds
for everyone in the room to be done
10% = 21 Year Olds
• When all the participants were done,
they were debriefed and gave the
researchers their folders and were
allowed to leave the testing room

Means
• Instrumental = 6.1818 (n = 11)
• Lyrical = 5.1176 (n = 17)
• No Background = 5.5833 (n = 12)

• Future Work:
• Greater sample size
• Variability in the advertisement
• Testing mood of advertisements with their
background music

Method
Subjects

Results
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Figure 2: Graph of average mean score for each kevel of the independent
variable (instrumental, lyrical, control)

